
Ma rke t in g : 
C o m m u n ic a t io n  & Ac t io n  St e p s

Alyssa Lee
aaalee@hawaii.edu
AgBusiness Team



Bra n d in g  vs . Ma rke t in g

Brand ing
“Long -te rm process that involves 
building a strong brand identity.”

• Name
• Voice /Purpose
• Personality/Story
• Logo
• Visuals
• Reputation

Marke t ing
“A short-te rm campaign focused 
on generating immediate  results.”

• Campaigns
• Advertising
• Promos
• Media
• Sales/Product
• Outreach/Communication



Bra n d in g
• Brand: Name should convey or MATCH 
• Cross messaging

⚬ ex. "Clean" = clean logo, packaging, e tc.
• What is your story?

⚬ ex. Veteran owned, generational, e tc.
⚬ Past, Present, Future

• Authenticity se lls
• Be aware  of cultural words/usage:

⚬ Diacritical markings
⚬ Consumer education

• Consumers are  visual - “Eat with our eyes”
⚬ Colors, fonts, images, packaging



The  Power of 
Messaging

Things to  Consider Before Messaging:
• What is our objective?

￭ Audience /Demographic
￭ How do they rece ive  info?

⚬ Brand/“Voice”
￭ Inte rnal & external
￭ Mission

⚬ Messaging: Place , Tone , Time



• Email: @gmail.com, @domain.com
• Phone: Contact + Photos
• 3-5 Photos: Head shot, farm photos, produce
• Logo: Canva (canva.com), Fiverr (fiverr.com)
• Social Media: Instagram or Facebook
• Website: Check domain name availability
• E-Commerce: Shopify, Squarespace
• Small Transactions: Venmo, CashApp, Paypal
• A Can-Do Attitude

Marketing Starter Kit



Marke t  O ut le t s

• Farmers Market
• Food Hub
• CSA (Community 

Supported Agriculture)
• Food Stand
• Grocery Store
• Restaurant
• Online

Considerations

• Engagement ability
⚬ Introvert vs. Extrovert

• Time/Capacity
⚬ Labor
⚬ Sales Management

• Costs
⚬ Gas/Transport
⚬ Packaging
⚬ Booth se t up

• Does outle t match your sales goals?
• Diversify - 3:3 Rule
• Various ROI



• W ho are you? 
⚬ Name/Business/Contact

• W hat are  you se lling? 
⚬ Quantities? (lb vs. bunch)

• W hat is the  price? 
⚬ Retail vs. Wholesale

• W here / how can they purchase?
⚬ Online , in person at farm, farmers marke t, restaurant
⚬ Call, text, email, DM, show up

• How do they pay?
⚬ Venmo, cash, check, Paypal

• W hen: Order by Date /Time
• How: Rece iving or pick up Date /Time

C o m m u n i c a t i o n
W ho
W hat
W he n
W he re

How



F re s h Sh e e t E xa m p le

• Wh e n  s h ould  t h e y o rd e r b y/ wh e n  will d e live ry b e ? 





Tips & Takeaways

• Start telling your story now
• Pay attention to what is 

happening in the market now
⚬ What is changing?

• Identify your audience /market
• Who are  your contacts?
• Pilot ideas and stay 

informed/enriched/alive

W hat  st eps can you t ake  now? 



Q ue st ions?



Ma h a lo
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